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PERCEIVED  AND 
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IT'S  WHAT  THEY  THINK  OF  YOU. 
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A  STRONG  BRAND 
COMMUNICATES  ITS  VALUE  AND 
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ITS  ORGANIZATIONAL  DEFINITION  IS 
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YOUR  BRAND 


WHAT’S  IN  A  NAME? 
WHAT'S  IN  A  TAGLINE? 

BE  DESCRIPTIVE  OF  YOUR  MISSION  IN  EITHER  YOUR 
NAME  OR  YOUR  TAGLINE. 

USE  ACTION  WORDS:  PREVENT,  CURE,  PROTECT,  HEAL, 
GIVE,  RESCUE,  FEED,  ETC 
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WHAT'S  IN  A  MESSAGE? 

1.  WRITE  DOWN  EIGHT  WORDS  YOU  WOULD  USE  TO 
DESCRIBE  YOUR  ORGANIZATION,  THEN  WRITE  DOWN 
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B  Lab  is  a  nonprofit 
organization  dedicated  to 
□sing  the  power  of  business 
to  solve  social  and 
environmental  problems. 


MAKE  IT  SIMPLE: 

REFINETHE 

CONCEPT 


11/11/2012 


11/11/2012 


EVERYONE 


isiiiiif 


<  »„Va  *5Vi>  a  «-!  -  ». 


IDENTIFY  YOUR 
ADVERSARY: 


What  isiakwi  us  n  b* 


SHOW  STRENGTH 


Why  Become  a  B  Corp? 

6fl  Itil  mlxMX  B  Cotp*  *v«nl  to  be  part  ai  *>rr.rt}»nj(  btggrr  th*n  TWwwriv**.  but  fut  nu 

«*»»*  U~’”'Tr  beeonil«j|«BCW|val^K*»toroei*ba 


Lead  a 
Movemeni 


Attract  Investoi 


Save  Money  and 
Access  Services  - 


Method  Products,  Inc* 


nmrSfy, 


Bite  Change 


The  B  Corp 
Community 


11/11/2012 


EQUITY 


Rockstars  of  the 
New  Economy 


About  the  B  Corp 
Certification 


11/11/2012 


34 


11/11/2012 


YOU  DID  IT! 


CHILDREN  IN  ETHIOPIA 

THANICYOU 

FOR  THilR  1*::  SHOES 


Hi' 


TOMS 


SHOP 


35 


11/11/2012 


STRONG  BRANDS  ARE: 

DISTINCT  —UNIQUELY  DIFFERENTIATED 
AUTHENTIC  —REFLECT  REAL  VALUES 
ATTRACTIVE  —INHERENTLY  MOTIVATING 
TRUSTWORTHY  —DELIVER  ON  THEIR  PROMISE 
CLEAR  —ARE  SIMPLE  AND  DIRECT 
ESTEEMED  —CREATE  LOYALTY 

VALUABLE  —HAVE  MEASURABLE  WORTH 
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B  Lab— Non-profit  Brand  Case  Study 

B  Lab,  founded  by  two  Aspen  Institute  fellows,  has  developed  standards  and 
certification  encouraging  corporations  to  become  greater  contributors  to  society  and 
take  greater  responsibility  in  solving  some  of  our  planet's  toughest  challenges.  Their 
objective  was  to  help  corporations  become  more  mission  focused  like  non-profits  and 
hold  them  to  strict  standards  that  require  real  commitment.  They  saw  an  opportunity  to 
galvanize  a  growing  movement  among  a  new  generation  of  corporate  leaders  to  bring 
more  "purpose"  to  their  businesses  and  an  increasing  public  demand  for  greater 
corporate  responsibility.  As  a  result,  B  Lab  established  a  certification  that  has  become 
the  standard  and  is  playing  an  important  role  in  establishing  a  new  marketplace  for 
socially  and  environmentally  committed  companies. 

A  Brand  For  A  New  Category 

B  Lab  is  leading  a  movement  that  is  blurring  the  lines  between  the  corporate  and  non¬ 
profit  worlds.  Much  of  their  success  is  due  to  their  efforts  in  developing  a  simple  and 
motivating  brand  aligned  with  the  corporate  brands  they  seek  to  influence.  Their  simple 
and  iconic  brand  has  quickly  become  recognized  as  relevant  and  authoritative  and 
corporations  see  B  Lab  certification  as  a  benefit  to  their  brands. 

B  Lab  stands  behind  its  mission  and  articulates  its  benefit  consistently  throughout  the 
brand— "By  harnessing  the  scale  and  talent  of  our  business  community  and  looking 
beyond  short-term  profit,  we  can  rebuild  local  living  economies,  restore  the 
environment,  alleviate  poverty,  and  create  better  working  environments.  Corporations 
that  are  purpose-driven  and  benefit  all  stakeholders,  not  just  shareholders,  are  the  key 
to  a  better,  more  sustainable  future."  is  one  way  it  is  expressed. 


Significance  To  Non-profits 


As  a  greater  number  of  corporations  get  into  the  business  of  solving  problems  that  were 
typically  the  domain  of  non-profits,  non-profits  will  need  to  find  new  ways  to  compete 
for  funding  and  remain  relevant. 

Through  strategic  branding  and  raising  visibility  through  marketing,  non-profits  will  be 
able  to  better  magnify  their  unique  value  propositions  and  motivate  a  broader 
population  of  constituents.  It  would  also  serve  non-profits  well  to  explore  how  their 
brands  can  interact  and  align  with  those  of  foundations  and  corporations  so  that  that 
brand  equity  can  be  equally  shared  in  those  relationships. 

Technology  has  brought  the  world  closer  together  and  is  changing  the  dynamics 
between  what  used  to  be  clearly  defined  categories.  In  an  environment  of  constant 
change,  your  brand  is  the  single  asset  that  can  help  your  organization  remain  relevant. 

Outcome 

B  Lab  has  demonstrated  that  their  brand  has  been  as  much  a  success  factor  as  their 
programs  in  motivating  corporations  to  take  up  their  mission.  By  clearly  articulating 
their  value  and  benefit  along  with  aspirational  objectives,  B  Lab  has  championed  a 
powerful  movement  while  continuously  increasing  their  credibility  as  the  standard 
setter  in  a  new  category. 
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Non-Profit  Branding  &  Marketing  Resources 


Branding  Resources 

Breakthrough  Nonprofit  Branding:  Seven  Principles  to  Power  Extraordinary  Results 

Jocelyne  5.  Daw,  Carol  Cone,  Kristian  Darigan  Merenda,  Anne  Erhard 
http://www.amazon.com/dp/B0047DWCM0/ref=rdr  kindle  ext  tmb 

Strategic  Marketing  for  Nonprofit  Organizations  (6th  Edition) 

Alan  Andreasen,  Philip  R  Kotler 

http://www.amazon.com/Strategic-Marketing-NonProfit-Organizations- 

Edition/dp/013041977X 

Nonprofit  Marketing  Best  Practices 

John  J.  Burnett 

http://www.amazon.com/Nonprofit-Marketing-Best-Practices-Burnett/dp/047179189X 

Inspire  Good:  Nonprofit  Marketing  for  a  Better  World 

Bill  Weger 

http://www.amazon.com/lnspire-Good-Nonprofit-Marketing-Better/dp/1426989083 

Marketing  Resources 

Marketing  Management  for  Charitable  and  Nongovernmental  Organizations 

Walter  Wymer,  Patricia  Knowles,  Roger  Gomes 

http://books.google.com/books/about/Nonprofit  Marketing.html?id=pVMOwK  SbncC 

Brand  Relevance:  Making  Competitors  Irrelevant 

David  A.  Aaker 

http://www.amazon.com/Brand-Relevance-Making-Competitors- 
lrrelevant/dp/0470613580/ref=cm  cr  or  product  top 

The  Brand  Gap:  How  To  Bridge  The  Distance  Between  Business  Strategy  And  Design 

Marty  Neumeier 

http://www.iiauidagencv.com/thebrandgapbook/ 


Zag:  The  #1  Strategy  Of  High-Performance  Brands 

Marty  Neumeier 

http://www.liquidagencv.com/zaebook/ 

Website  &  Blog  Resources 

The  Hauser  Center  for  Nonprofit  Organizations  at  Harvard  University 

http://www.hks.harvard.edu/hauser/ 

Stanford  Social  Innovation  Review 

http://www.ssireview.org/ 

Nonprofit  Tech  2.0  Blog 

http://nonprofitorgs.wordpress.com/ 

MarketingProfs 

http://www.marketingprofs.com/ 


